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Bartos, Rena, and Arthur S. Pearson. Daniel Starch: 

The Founding-est Father. No. 5, pp. 63-67. 
Starch’s handwritten review of his career, and 
a letter describing the formation of the Market 
Research Council. 

Bartos, Rena, and Arthur S. Pearson. The Founding 
Fathers of Advertising Research. No. 3, special 
insert. 

Complete transcripts of interviews with 
Dichter, Gallup, Politz, Brenner, Nielsen, Zie- 
sel, Stanton, and Crossley. Includes how each 
entered advertising research, what it was like 
then, what has changed, and what the future 
may be like. 

Bellenger, Danny N., and Jack R. Pingry. Direct-Mail 
Advertising for Retail Stores. No. 3, pp. 35-39. 

Advertising through direct mail can be effective 
in promoting sales in retail stores. 

Black, T. R. L., and John U. Farley. Responses to 
Advertising Contraceptives. No. 5, pp. 49-56. 

Awareness, brand comprehension, and trial all 
increased after exposure to advertising. Impact 
of exogenous variables is also considered. 

Blankenship, A. B. Listed versus Unlisted Numbers 
in Telephone-Survey Samples. No. 1, pp. 39-42. 

Homes with unlisted phone numbers differ 
from those with listed ones. Random digit dial- 
ing is required for selection of a dependable 
sample. 

Bloom, Derek, Andrea Jay, and Tony Twyman. The 
Validity of Advertising Pretests. No. 2, pp. 7-16. 

Sales effectiveness of advertisements may be 
assessed both before and after exposure. 

Bloom, Harold E. Match the Concept and the Prod- 
uct. No. 5, pp. 25-27. 

A method using bipolar scales is offered as an 
aid in concept/product validation. 

Burr, Pat L., and Richard M. Burr. Parental 
Responses to Child Marketing. No. 6, pp. 17-20. 


Discusses two-step flow of communication 
involved in advertising to children. Parents’ 
attitudes toward child marketing were mixed 
and varied with type of commercial appeal. 

Burr, Richard M. See Burr and Burr. 

Bush, Ronald F., Paul J. Solomon, and Joseph F. 
Hair, Jr. There Are More Blacks in TV Commer- 
cials. No. 1, pp. 21-25. 

The use of blacks in TV advertisements has 
more than doubled in the past 10 years. 
Coulson, John S. Point of View: How to Reduce 

Research Waste. No. 5, pp. 85-87. 
Useful research findings must be relevant, bear 
directly on a specific question or problem, and 
be easily communicated. 

Dhalla, Nariman K. How to Set Advertising Budgets. 
No. 5, pp. 11-17. 

Model building, experimentation, and model 
updating can yield an optimal range for an 
advertising budget. 

Dolich, Ira J. How Subscription Prices Affect Maga- 
zine Sales. No. 2, pp. 31-36. 

Discount practices can offset full-price sub- 
scription sales losses which result from sub- 
scription base-price increases. 

Erdos, Paul L., and James Regier. Visible Vs. Dis- 
guised Keying on Questionnaires. No. 1, pp. 13- 
18. 

When the purposes of visible keys were fully 

explained to prospective respondents, there 

was little loss of cooperation. 

Farley, John U. See Black and Farley. 

Gilligan, Colin. Feedback: How British Advertisers 
Set Budgets. No. 1, pp. 47-49. 

British managers are less aware of advanced 
budgeting models and tend to use methods that 
can be most easily implemented and analyzed. 

Hair, Joseph F., Jr. See Bush, Solomon, and Hair. 

Holbert, Neil Bruce. More Key Articles in Advertising 
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Research. No. 4, pp. 33-42. 
A review of 72 recent articles (1972-1976) on 
government and social influences, advertising 
to children, and measurement techniques. 

Holmes, John H., and John D. Lett, Jr. Product 
Sampling and Word of Mouth. No. 5, pp. 35-40. 

Respondents with favorable brand attitudes, 
positive purchase intentions, and heavy prod- 
uct usage were more likely to talk to other 
people about a new product. 

Jay, Andrea. See Bloom, Jay, and Twyman. 

Krugman, Herbert E. Memory without Recall, Expo- 
sure without Perception. No. 4, pp. 7-12. 

While the right brain “‘scans,”’ the left brain 
‘treads.”’ These differences should be consid- 
ered when advertising through low-involve- 
ment (TV) or high-involvement (print) media. 

Lancaster, Geoffrey A., and Robert A. Lomas. Exper- 
imental Error in T-Scope Investigations. No. 6, 
pp. 51-56. 

Measurement accuracy may be increased by 
replacing electromechanical shutters with liq- 
uid-crystal types. 

Lehmann, Donald R. Responses to Advertising a New 
Car. No. 4, pp. 23-27. 

Knowledge of, confidence in ability to judge, 
and attitude toward a new car were related to 
exposure to advertising on TV and in 
magazines. 

Lett, John D., Jr. See Holmes and Lett. 

Lomas, Robert A. See Lancaster and Lomas. 

McCalla, Mary Ellen. See Zehner and McCalla. 

McGann, Anthony F. See Reilly, McGann, and 
Marquardt. 

Marquardt, Raymond A. See Reilly, McGann, and 
Marquardt. 

Melnick, Edward L., and F. Robert Shoaf. Multiple 
Regression Equals Analysis of Variance. No. 3, 
pp. 27-31. 

MR can be used to solve ANOVA-type prob- 
lems with greater computational ease. 

Morrison, Donald G. See Sabavala and Morrison. 

Ostheimer, Richard H. The Two Worlds of Marketing. 
No. 1, pp. 7-11. 

Suggestions are offered for closing the gap 
between marketing practitioners 
academicians. 

Pearson, Arthur S. See Bartos and Pearson. 

Permut, Steven E. Feedback: How European Man- 
agers Set Advertising Budgets. No. 5, pp. 75-79. 

Budgeting practices and preferences of U.S. 
and Western European advertising executives 
in consumer and nonconsumer firms are 
compared. 

Pingry, Jack R. See Bellenger and Pingry. 

Regier, James. See Erdos and Regier. 

Reilly, Frank K., Anthony F. McGann, and Raymond 
A. Marquardt. Advertising Decisions and Stock- 
holders’ Wealth. No. 4, pp. 49-56. 

A portfolio of large advertisers showed supe- 
rior returns compared to those of the aggregate 
market. 

Sabavala, Darius J., and Donald G. Morrison. A 
Model of TV Show Loyalty. No. 6, pp. 35-43. 

A viewer Loyalty Index is added to standard 


ratings in order to improve the measurement of 

the success of a TV show. 

Shoaf, F. Robert. See Melnick and Shoaf. 

Shoaf, F Robert. See Shoemaker and Shoaf. 
Shoemaker, Robert W., and F. Robert Shoaf. Repeat 
Rates of Deal Purchases. No. 2, pp. 47-53. 
Future purchases may be better predicted from 
past purchases at regular prices than at deal 
(sale) prices. Market share and product class 

also relate to repurchase. 

Solomon, Paul J. See Bush, Solomon, and Hair. 

Sosanie, Arlene K. See Szybillo, Sosanie, and 
Tenenbein. 

otrong, Edward C. The Spacing and Timing of Adver- 
tising. No. 6, pp. 25-31. 

Scheduling ads close together and grouping 
them in flights result in greater ad 
effectiveness. 

Szybillo, George J., Arlene K. Sosanie, and Aaron 
Tenenbein. Should Children Be Seen but Not 
Heard? No. 6, pp. 7-13. 

Children help make family decisions about 
choice of a restaurant, when to go, and how 
much to spend. 

Tenenbein, Aaron. See Szybillo, Sosanie, and 
Tenenbein. 

Twyman, Tony. See Bloom, Jay, and Twyman. 

Vigderhous, Gideon. Probit Analysis of Radio Ad 
Awareness. No. 2, pp. 21-26. 

The longer people listen to the radio, the more 
likely they will be aware of an ad. 

Wilkes, Robert E. Product Positioning by Multidi- 
mensional Scaling. No. 4, pp. 15-19. 

Multidimensional scaling can be used with clus- 
ter analysis to determine a product’s position. 
Examines similarities and differences of Gran- 
ada and Mercedes owners. 

Winters, Lewis C. Should You Advertise to Hostile 
Audiences? No. 3, pp. 7-15. 

Yes; advertising may ameliorate negative atti- 
tudes. Chevron shows how it is helping rather 
than causing the energy crisis. 

Wittink, Dick R. Advertising Increases Sensitivity to 
Price. No. 2, pp. 39-42. 

The consumer is more likely to consider a 
brand for purchase if advertising has increased 
the price sensitivity of that brand. 

Zehner, Robert B., and Mary Ellen McCalla. 
Response Rates and Prigr Letters. No. 1, pp. 31- 
35. 

A preliminary letter, even with a note signed by 
the interviewer, did not yield higher response 
rates. 


Editorials by Charles Ramond 


Advertising and the Coming Oil Crisis. No. 5, p. 95. 
Fearless Forecasts for 1977. No. 1, p. 56. 
Fearless Forecasts for 1978. No. 6, p. 67. 

The Harder They Fall. No. 4, p. 64. 

Let's Rename Attitude Research. No. 2, p. 60. 
Want to Be Right? Cite! No. 3, p. 48. 
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